Mobile advertising has emerged as one of the most popular applications in mobile commerce, particularly in the form of SMS (Short Message System) advertising. This study aimed to explore how people of Sudan, perceive and 
I. Introduction:
Bulk Messaging is the dissemination of large numbers of SMS messages for delivery to mobile phone terminals. It is used by media companies, enterprises, banks and consumer brands for a variety of purposes including entertainment, enterprise and mobile marketing. Advertising products and services using bulk SMS is becoming a new trend in the world and provide great opportunities for advertisers in local markets. With the increase in mobile phone and other mobile communication devices, companies and marketers start to see this convenient and moveable device as a new and powerful channel for marketing, which increases the promotion budget of mobile advertising. The success that SMS has had as a messaging service provides a potentially huge SMS messaging customer base which could lend itself as an attractive opportunity for marketers. One of the main challenges and opportunities for companies that planning to use mobile advertising are to understand the factors that help them implement and use SMS successfully.
There is little research conducted on mobile advertising in Sudan and the impact of sending advertisements to consumers' mobile phones. This exploratory study aims to contribute to the efforts in this area, specifically, on the context of SMS based mobile advertising. This is mostly important where the success of SMS advertising as a new medium depends on the consumer's response and attitude. The main objective of this study is then to explore how Sudanese, perceive and respond to SMS marketing. Thus, this study aims to address this issue by answering the following questions:
1. What is the consumers' perception towards perceiving SMS advertisements? 2. How consumers are willing to receive SMS advertising?
How effective is SMS advertisements?
[36]
Hence, to address these questions, the rest of this paper is organized as follows:
section II offers a background on mobile phone services in Sudan. These deemed important due to the impact of the status of mobile services and its extent of use on the issue at hand. Section III, provides the relevant literature review. Section IV, describes the sample and the research method used. Section V, presents the analysis and results and finally section VI concludes the paper.
II. Background on Mobile phone services in Sudan
The huge jump of telecommunication in Sudan was introduced by Sudatel Table 1 ) served by the three service providers Zain (12.557 m), MTN (7.905 m) and Sudani (7.298), with a coverage of 33% of the total country land (CBOS annual report, 2012) . This high penetration rate showed the potential of mobile marketing, as a new advertising media, compared to internet with 5 million subscribers. Although, SMS has an extremely high consumer usage in Sudan, it still has a low business adoption. In other words, while millions of SMS messages are delivered between individual consumers, the use of SMS as a part of business and marketing strategies is (relatively) low. But more and more companies realizing the benefits of SMS, start using it as a new media within their traditional marketing communications strategies. The reason for this increase in business usage is clear -SMS is an extremely cost-effective, high-response-rate vehicle, which can help acquire and retain consumers, sell and promote products, drive loyalty, and reinforce branding efforts compared to other standard communications mediums available to marketers and advertisers, (see Table 2 ).
[38] 
III. Relevant Literature Review:
Several international studies attempted to study SMS (short message system) advertising perceptions and attitudes; one of the first empirical studies was Barwise & Strong (2002) study of permission-based mobile text message advertising in the United Kingdom. The study explored the effectiveness of SMS as an advertising medium for reaching young adults on permission-based advertising via mobile phones. The results suggest that, for SMS advertising to be effective the text should be attractive, relevant and informative and explicit permission is essential.
Moreover, Kavassalis, P, et al (2002) claimed that for mobile marketing to be effective and lucrative, the industry participants should address the customer relevant, requested and interactive content. End-use privacy must be respected, so permission marketing for opt-in, with clear opt-out instructions, is the efficient way to proceed. A study by Karjaluoto et al (2008) showed that the use of almost purely electronic channels in advertising has proved to be a great success. The case company has reduced its marketing expenses to one third, created a large SMS and e-mail opt-in database mostly via word-of mouth and made the mobile channel a very attractive and interactive channel among its opt-in users. Thus, there is strong evidence that mobile marketing works if the target audience is suitable.
Suher & Ispir (2009) [40]
IV. Methodology and sample:
The study employed descriptive approach in order to answer the research questions Roscoe (1975) sample sizes larger than 30 and less than 500 are appropriate for most research. In this study, the sample size (n) = 240 subjects was comprised of usable responses from all subjects who participating in this research and was representative of the population for generalisability. The distribution of subjects in regard to age, gender and occupation are displayed in Table 3 . The table shows that the sample heavy mobile users range from the age of 18 to 25. The information about marital status supports the fact that users are mostly young, and are therefore student (73%), and single (71%). 
V. Analysis and Results:
Analyzing the frequency of SMS usage (as shown in Table 4 ), the following results were obtained:
Experience with SMS service:
The majority of the sample (90%) had been using SMS service for more than a year which means the respondents are familiar with the SMS service.
SMS Service usage:
Other than calling, most of the mobile users (89%) use SMS services more than the other mobile services. The high usage rate can make transition to receiving commercial SMS's easier as users have already used to the medium as means of communication.
The purpose of SMS Services Usage
Users mostly (58%) use SMS to communicate with friends (chat), and secondly to send contact information, 49%, and then 24% for news service, and 20% for entertainments (Table 4) . As multiple uses of SMS services are possible, respondents can select more than one answer for this question.
Consumers' Responses to SMS Advertising:
Heinonen and Strandvik (2003) Table 5 , the study found that most of the respondents generally feel positively about receiving SMS advertising. When the respondents were asked about their willingness to receive mobile advertising, 78% of them responded with yes and 14% responded with no, and 8% of them were indifferent, which reflects that their willingness to receive mobile advertising is also positive. However, when the respondents were asked about their willingness to give their personal data to advertising company, those who replied yes are only 50% but 41% of the respondents stated that they are not willing to give their personal data to advertising companies because they think advertising messages will be irritating and because of the fear of data misuse. These findings confirm previous literature (M. Leppäniemi and H. Karjaluoto 2007 , Kavassalis, p, et al 2002 , Suher & Ispir 2009 
Frequency of Messages:
Frequency is the number of times you touch each person with your message.
According to Fuller (2003) , one of few factors that contribute to mobile marketing becoming unwanted is frequency. Table 6 indicates that 45% of the valid respondents stated that receiving one message per day is suitable for them, 15% felt that 2 messages will be suitable for them, 3 massages a day was suitable for only 6% of the respondents, while 34% stated that they can receive more frequent advertisements.
Issues to consider in this respect are that increasing the frequency of advertisements could use up phone memory and may irritate recipients and thus lead to "delete on receipt" reaction. 
Incentive:
Incentive based advertising is an approach that provides specific financial rewards to consumers who agree to receive advertisements. This type of approach has been discovered affecting the consumer intention to receive mobile advertising under a given attitude, which instead affects the consumer's actual advertisement receiving behavior. Advertisements sent by companies that provide no additional value may be perceived as spam. According to Drossos et al (2007) , the use of incentives in SMS advertisements led to more positive attitudes and purchase intentions. The results in Table 7 showed that 17% of the respondents welcome receiving advertisement messages on their mobile in exchange for discount on advertised products, 24% in exchange for free credit, 28% without any exchange. Most respondents (31%) welcome advertising messages that relevant to them. This result supports other researches who indicated that mobile users expect the advertising to be highly relevant to them because of the very personal nature of the mobile phone compared with other media. High relevance can only be achieved from data obtained explicitly from the consumer at the time of obtaining permission. 
Recall of SMS advertising:
Recall is one of the several major measures used in advertising effectiveness testing.
Strong empirical evidence shows that recall, when used in combination with other measures, is a valid measure of advertising effectiveness (Mehta & Purvis, 2006) . The ability to recall an advertisement appears to be related to consumers' attitude. Those consumers who have positive attitude towards the advertisement are more able to recall it than those with negative attitude (Dubow, 1994) . The study results show high potential of SMS advertising in respect of level of advertising awareness and readership.
The results in Table 8 showed the level of awareness among respondents, whether they had received advertising or not. Most of the respondents (62%) remembered that they do receive SMS advertising and they write down the copy they received, while 38% denied that mobile advertisements were in general remembered well.
According to M. Leppäniemi and H. Karjaluoto, (2005) close to 80% of the test users reported remembering the mobile advertisement after 15 days in a mobile advertising campaign.
Level of Readership:
The results in Table 8 showed a high level of readership, where 76% of the respondents stated that they don't delete messages before reading them, that means the respondents usually read messages in full, 24% of the respondents usually read messages and delete them and only one respondent deletes the message without reading them.
[46]
Speed of Readership:
The results in Table 8 showed that 88% of the valid respondents usually read messages as soon as they receive them; this has an important implication for being able to provide time-sensitive information. However, 11% read messages when they find time for them. In conclusion, this study broadens our understanding of consumers' responsiveness to SMS advertising messaging in Sudan. As SMS advertising is still relatively new in Sudan, understanding consumer's responses to SMS advertising is important as the success of a new medium such as SMS advertising relies on its acceptance by the consumers (Bauer et al 2005) .
The findings of the study lead to the following conclusions:
 First, it is found that SMS has the powerful marketing potential as advertising medium in Sudan as the respondents generally feel positively about receiving SMS advertising, although they have fears of irritating messages and personal data misuse. Thus,
[ obtaining user trust and permission will be the main challenge faced by advertising companies.
 Second, other than permission, the consumers think advertiser should focus on relevance of message contents, less frequent messages and incentive base advertising.
 Third, the results show high potential of SMS advertising in respect of level of advertising awareness and readership, and its ability in providing time-sensitive information.
The implications of the findings and conclusions are that, companies need to play a leading role in influencing the perceptions, and thereby the attitudes and responsiveness of current and potential mobile users. The outcomes of this study have two practical implications for marketers and organisations venturing into marketing in Sudan and similar developing countries. First, the research provides a general guide, on user behavior, for marketing managers in organisations before they make major investments in new technology. The results underline the importance of precisely embodying mobile marketing messages and campaigns according to consumer utility and information requirements. Only if mobile marketing messages are designed creatively and are useful, or if they been relevant , less frequent and with incentives, will consumers develop a positive response towards mobile marketing leading to the behavioral intention to use mobile marketing services.
Recommendations for future research:
 First, most of the respondents of this study were students and may not reflect the views of other mobile users in Khartoum state. Thus, it would be interesting to repeat this study with a sample that includes all categories of mobile users from different regions of Sudan.
 Second, the study specifically focuses on one particular mobile service which is SMS.
Other services such as Multimedia Messaging Service (MMS) and mobile internet advertising should also be taken into consideration in future studies.
 Third, this cross sectional study only looked at consumer responses at one point in time; a longitudinal study is also suggested in order to understand the sustainability of consumer perceptions and responses over time.
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